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The purpose of this study is to explain the role of positive emotion in mediating the effect 
of price discounts on impulse buying. This research was conducted in Denpasar City with 
110 respondents as a sample through purposive sampling method with adjusted criteria. 
Price discount has a positive and significant effect on impulse buying. Price discount has 
a positive and significant effect on positive emotion. Positive emotion has a positive and 
significant effect on impulse buying. Positive emotion can act as a significant mediating 
variable between the effect of price discounts on impulse buying. The results of this study 
indicate that in increasing impulse buying. Indomaret minimarket management is 
expected to always provide promotional strategies in the form of discount prices to touch 
consumers' hearts and create positive emotions when shopping. 
 




Various business entrepreneurs have begun to evolve in providing good products and 
services for consumers (Saputro, 2019). This is evidenced by the variety of types of 
businesses, from small to large ones, one of which is the retail business. At present, 
modern retailers dominate the market more, because modern retail types have their own 
charm through the conveniences offered to customers (Wiratama et al., 2017). One of the 
modern retailers that is experiencing rapid growth in Indonesia today is a mini-market 
with a franchise and franchise concept (Yudhi et al., 2017). Minimarket is an aggressive 
type of market (Arofah, 2017). In the modern retail industry in Indonesia, especially in 
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the minimarket format, there are two big players who occupy the top positions, namely 
Indomaret and Alfamart, but Indomaret has the most aggressive market expansion. 
 Now people have more time, freedom of choice and peace of mind in making 
purchasing decisions (Haq, 2016). Planned purchases are based on consumer needs, 
whereas unplanned ones are buying things without delay, without additional evaluation 
and acting on the wishes of Moayery et al. (2014). Unplanned buying decisions can arise 
because consumers are interested in the promotions given that are deemed suitable, for 
example giving cash back, price discounts, bonus packs and giving gifts (Lestari, 2018). 
The factors that cause impulse buying include price discounts and positive emotion 
(Gumilang and Nurcahya, 2016). In connection with consumer shopping behavior, 
Indomaret creates promotional strategies to touch consumers' hearts to make an 
impulsive purchase. The strategy taken is to provide price discounts, giving this discount 
price which causes Indomaret customers to be very loyal. The price discount is the 
savings offered to consumers from the normal price for a product, which is listed on the 
product label or packaging (Kotler and Keller, 2016: 84). The price discount variable was 
chosen because it was considered capable of influencing impulse buying (Muruganatham 
and Ravi, 2013; Nabilah, 2017; Maharani, 2018). Price is the best cost for buyers who can 
determine and play an important role in their decision (Jaya and Suparna, 2018). So, this 
can prove that price is an important factor that can influence consumer purchase 
intentions. Consumers tend to look at the price offered first if there is a product that they 
want to buy. The best price tends to be chosen by consumers. 
 Another factor that causes consumers to shop impulsively is the emotions of 
consumers (Fahd, 2015). In-store stimulus in the form of discounted prices can lead to 
positive emotions of consumers in shopping, the more frequent discount prices make 
consumers feel happy in shopping (Kurniawati and Restuti, 2014). Previous studies have 
stated that price discounts affect positive emotion (Kurniawan and Kunto, 2013; 
Kurniawati and Restuti, 2014; Fahd, 2015; Akyuz, 2018; Idris, 2018). 
 A person's emotions play an important role in his purchase decision. Intensive 
sales promotion can build positive emotions from consumers so that it can increase 
unplanned buying behavior from consumers (Devi and Jatra, 2020). It is important for 
companies to make consumers who make purchases feel comfortable and happy with a 
product (Lantara and Pramudana, 2020). As most consumers experience, they often shop 
more than they originally planned. Some consumers even buy items that are not included 
in the shopping list that has been prepared. Positive emotion affects impulse buying 
(Putra and Sukawati, 2015; Kwan, 2016; Permatasari et al., 2017; Kinasih, 2018; Febrianty 
and Yasa, 2020). This research is in line with the results of research conducted by 
(Kurniawan and Kunto, 2013; Nindyakirana and Maftukhah, 2016; Maulana, 2018; 
Negara and Kusumadewi, 2018) which states that significantly positive emotions in 
shopping can be a significant mediator in encouraging impulse buying. The objectives of 
the research are: a) To explain the effect of price discount on impulse buying, b) to explain 
the effect of price discount on positive emotion, c) to explain the effect of positive emotion 
Kadek Lindi Dewani Larasati, Ni Nyoman Kerti Yasa 
THE ROLE OF POSITIVE EMOTION IN MEDIATING THE EFFECT OF PRICE DISCOUNT 
 ON BUYING IMPULSE ON INDOMARET CUSTOMERS IN DENPASAR CITY, INDONESIA
 
European Journal of Management and Marketing Studies - Volume 6 │ Issue 2 │ 2021                                                    83 
on impulse buying, d) to explain the role of positive emotion in mediating the effect of 
price discount on impulse buying. 
 
Figure 1: Conceptual Framework 
 
 Impulse buying is a condition when consumers experience a sudden desire 
because there is a specific stimulus while shopping (Wu et al., 2016). In-store stimulus 
that influences impulsive buying, namely discounting. Discounts are an extra incentive 
to foster consumer desire for impulse buying (Saputro, 2019). Research conducted by 
Muruganatham & Ravi (2013), Nabilah (2017), and Maharani (2018) states that the price 
discount variable has a positive and significant effect on impulsive buying decisions. 
 H1: Price discount has a positive and significant effect on impulse buying. 
 Discount prices are a price-based sales promotion strategy where customers are 
offered the same product at a reduced price (Gumilang and Nurcahya, 2016). The 
existence of sales promotions can have an impact on emotions in the form of positive 
emotions on consumers (Kotler & Keller, 2016). Research conducted by Kurniawan and 
Kunto (2013), Kurniawati and Restuti (2014), Fhad (2015), Akyuz (2018), and Idris (2018) 
stated that promotion has a positive and significant effect on positive emotions which are 
elements of promotion that is the price discount. 
 H2: Price discount has a positive and significant effect on positive emotion. 
 Baron et al. (2006) assume that positive emotion when shopping includes feelings 
of satisfaction, comfort, interest and enthusiasm. The positive emotions felt by consumers 
will encourage them to acquire a product immediately without any planning that knows 
it (Nindyakirana and Maftukhah, 2016). Research conducted by Putra and Sukawati 
(2015), Kwan (2016), Permatasari et al. (2017), Kinasih (2018), Febrianty and Yasa (2020) 
which state that positive emotion has a positive and significant effect on impulse buying. 
H3: Positive emotion has a positive and significant effect on impulse buying. 
 Positive emotion mediation variable is said to significantly mediate the 
relationship between the price discount variable and impulse buying. This research is in 
line with the results of research conducted by Beatty (in Park et al., 2006), Kurniawan and 
Kunto (2013), Nindyakirana and Maftukhah (2016), Maulana (2018), Negara and 
Kusumadewi (2018) which resulted in significant emotional positivity in shopping can 
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be a significant mediator in encouraging impulse buying. In-store sales promotions can 
raise a good mood when consumers make purchases (Chih Yi and Chien Ping, 2016). 
 H4: Positive emotion plays a significant role in mediating the effect of price 
discounts on impulse buying. 
 
2. Research Methods 
 
This research is associative in the form of a cause and effect relationship to determine the 
effect or relationship between the independent and dependent variables. The research 
location is in the city of Denpasar, especially Indomaret minimarket consumers. 
 
Table 1: Measurement of Research Variables 
No. Variable Indicator Source 
Supma  
(2018) 
1. Price  
Discount (X) 
X1 Triggering consumers to buy in large quantities 
X2 Anticipating competitors' promotions 
X3 Saving money 
2. Positive  
Emotion (M) 
M1 Happy feeling Devi  
dan Jatra  
(2020) 
M2 Feeling satisfied 
M3 Comfortable feeling 
M4 Feelings of excitement 
3. Impulse  
Buying (Y) 
Y1 Spontaneity Saputro 
(2019) Y2 Strength, compulsion and intensity 
Y3 Excitement and Stimulation 
Y4 Indifference to consequences 
 Source: Previous research with some adjustments. 
 
The population is all Indomaret consumers in Denpasar City which are unlimited. This 
study used a sample of 110 people with a non-probability sampling method with 
purposive sampling technique. The purposive sampling criteria specified in this study 
are: the respondents are residents of Denpasar City, has made purchases at least once a 
month in the last six months in Indomaret, and has taken high school education. The data 
collection technique uses a questionnaire, which is distributed online via Google Form. 
There are 11 indicators and each statement item is measured using a Likert scale. The 
data obtained in the field were analyzed using descriptive statistics in the form of 
frequency distribution to present the characteristics of respondents, path analysis 
techniques with the development of the application of mediating variables, classical 
assumption tests and single-test used to test the formulated hypothesis. 
 
3. Result and Discussion 
 
Profiles of 110 respondents are presented in general with several characteristics including 
gender, age, latest education, occupation and monthly income or allowance. 
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Table 2: Characteristics of Respondents 
No Variable  Classification Number (Orang) Percentage (%) 
1 Gender Male 51 46,4 
  Female 59 53,6 
  Total 110 100 
2 Age 18-28 years old 87 79,1 
  29-39 years old 20 18,2 
  40-50 years old  3 2,7 
  Total 110 100 
3 Last education High school/vocational high 82 74,5 
  Associate’s degree 3 2,7 
  Bachelor’s degree  25 22,7 
  Graduate’s degree 0 0 
  Total 110 100 
4 Occupation Student 76 69,1 
  Private employees 21 19,1 
  Entrepreneur 2 1,8 
  PNS/ABRI/POLRI (civil servants) 5 4,5 
  Others (Housewife) 6 5,5 
  Total 110 100 
5 Income < Rp 2.000.000 72 65,5 
  Rp 2.000.000 – Rp 5.000.000 30 27,3 
   >Rp 5.000.000 8 7,3 
  Total 110 100 
Source: Primary data processed, 2021. 
 
Table 2 shows that there were 59 female respondents, and 51 male respondents. The age 
range 18-28 years dominated the filling of the questionnaire by 79.1%. 74.5% of 
respondents are people who have attended at least high school or equivalent. 
Respondents in this study work as students on average with a percentage of 69.1%. 
Grouping of respondents based on monthly income shows that 65.5% earn> Rp. 2,000,000. 
Validity testing is conducted to determine whether the questionnaire used is valid or not. 
Reliability testing means that the instrument has consistency in measuring the research 
variables. 
  
Table 3: Results of the Research Instrument Validity Test 
Variable Indicator Pearson Correlation Information 
Price Discount 
(X) 
X.1 0,834 Valid 
X.2 0,805 Valid 
X.3 0,798 Valid 
Positive emotion 
(M) 
M.1 0,822 Valid 
M.2 0,828 Valid 
M.3 0,834 Valid 
M.4 0,742 Valid 
Impulse buying 
(Y) 
Y.1 0,783 Valid 
Y.2 0,875 Valid 
Y.3 0,861 Valid 
 Y.4 0,849 Valid 
Source: Primary data processed, 2021. 
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Table 3 shows that all instruments have a Pearson Correlation greater than 0.30, so all 
instruments used in this study are valid. 
 
Table 4: Research Instrument Reliability Test Results 
Variable Indicator Pearson Correlation Information 
Price Discount 
(X) 
X.1 0,834 Valid 
X.2 0,805 Valid 
X.3 0,798 Valid 
Positive emotion 
(M) 
M.1 0,822 Valid 
M.2 0,828 Valid 
M.3 0,834 Valid 
M.4 0,742 Valid 
Impulse buying 
(Y) 
Y.1 0,783 Valid 
Y.2 0,875 Valid 
Y.3 0,861 Valid 
 Y.4 0,849 Valid 
Source: Primary data processed, 2021. 
 
Table 4 shows that all instruments have a Cronbach's Alpha value greater than 0.6, so all 
instruments used in this study are reliable or have consistency in measuring the research 
variables. 
 
Table 5: Description of Respondents' Answers to Price Discount Variables 




1 2 3 4 5   
1. Indomaret offers various discounts, which 
triggered me to buy products in large quantities 
0 8 21 56 25 3,89 High 
2. Indomaret offers a discounted price so I am 
interested in making a purchase 
0 2 20 52 36 4,11 High 
3. The more often the discount price given by 
Indomaret, the more it encourages me to make 
unplanned purchases because it can save 
expenses 
0 7 19 53 31 3,98 High 
 The average price discount score 3,99 High 
Source: Primary data processed, 2021. 
 
Price discount is an independent variable, measured using three indicators that 
correspond to the 5-point Likert scale. Table 5 shows that the average price discount score 
is in the high category of 3.99, which means the respondent's assessment of the price 
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Table 6: Description of Respondents' Answers to the Positive Emotion Variable 




1 2 3 4 5   
1. I feel happy with the discount price 
provided by Indomaret 
0 3 13 50 44 4,23 
Very 
High 
2. I am satisfied with the discount price 
provided by Indomaret 
0 0 23 56 31 4,07 High 
3. I feel comfortable when shopping at 
Indomaret 
0 2 21 51 36 4,10 High 
4. I was excited when I found products at 
discount prices at Indomaret 
0 0 30 48 32 4,02 High 
 Average positive emotion score 4,10 High 
Source: Primary data processed, 2021. 
 
Positive emotion is the dependent variable, measured using four indicators that 
correspond to the 5-point Likert scale. Table 6 shows that the average positive emotion 
score is in the high category of 4.10, which means that positive emotion is created when 
consumers shop at Indomaret. 
 
Table 7: Description of Respondents' Answers to the Impulse Buying Variable 
No. Statement Respondents' Answers Frequency Average Criteria 
1 2 3 4 5   
1. When I was at Indomaret, 
there was often a sudden 
urge to buy a product 
spontaneously, even 
though previously there 
were no plans to buy. 
0 17 17 38 38 3,88 High 
2. I don't think twice before 
making a purchase on a 
product because of the 
discount price offered by 
Indomaret 
1 22 27 41 19 3,50 High 
3. I could not hold back from 
making purchases at 
Indomaret because of the 
discount price 







I still buy products at the 
discounted prices offered 
by Indomaret, even though 
I might regret it because 
shopping doesn't suit my 
needs 
0 26 36 23 25 3,43 High 
 The average score of impulse buying 3,55 High 
Source: Primary data processed, 2021. 
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Impulse buying is the dependent variable, measured using four indicators that 
correspond to the 5-point Likert scale. Table 7 shows that the average impulse buying 
score is included in the high category of 3.55, which means that most respondents think 
that impulse buying occurs when shopping at Indomaret. 
 
Table 8: Results of Path Analysis of Regression Equations 1 
Coefficientsa 
Model 
Unstandardized Coefficients Standardized Coefficients 
T Sig. B Std. Error Beta 
1 (Constant) 8.576 1.092  7.855 .000 
Price Discount .655 .090 .574 7.291 .000 
a. Dependent Variable: Positive Emotion 
b. R square: 0,330 
c. Sig. F: 0,000 
 
Reporting the results of path analysis of the regression equation 1: 
 
M = β1X + e1 
M = 0,574 X + e1 
e1 = √1 − 𝑅𝑖² = √1 − 0,330 = 0,818 
 
The magnitude of the influence of the independent variables on the dependent variable 
as indicated by the total determination value (R square) of 0.330 means that 33 percent of 
the variation in positive emotion is influenced by variations in price discounts. 
 
Table 9 : Results of Path Analysis of Regression Equations 2 
Coefficientsa 
Model 
Unstandardized Coefficients Standardized Coefficients 
T Sig. B Std. Error Beta 
1 (Constant) -.815 1.971  -.414 .680 
Price Discount .625 .158 .372 3.959 .000 
Positive Emotion .459 .139 .311 3.309 .001 
a. Dependent Variable: Impulse Buying 
b. R square: 0,368 
c. Sig. F: 0,000 
 
Reporting the results of path analysis of the regression equation 2: 
 
Y = β2X + β3M + e2 
Y = 0,372 X + 0,311 M + 0,795 
e2 = √1 − 𝑅𝑖² = √1 − 0,368 = 0,795 
 
The magnitude of the influence of the independent variables on the dependent variable 
as indicated by the total determination value (R square) of 0.368 means that 36.8 percent 
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of the variation in impulse buying is influenced by variations in price discount and 
positive emotion. 
 
Table 10: Direct Effect, Indirect Effect and Total Effect 
Variable Influence Direct Effect Indirect Influence Through Mediation Total effect 
X         M 0,574 - - 
X         Y 0,372 0,178 0,550 
M        Y 0,311 - - 
 
The amount of the indirect effect coefficient is calculated by multiplying the path 
coefficient from the variable X to M by the path coefficient from M to Y of 0.574 x 0.311 = 
0.178. 
 
Table 11: Normality Test Results of Regression Equations 1 and 2 
One-Sample Kolmogorov-Smirnov Test 
 Unstandardized Residual Unstandardized Residual 
N 110 110 
Normal Parametersa,b Mean .0000000 .0000000 
Std. Deviation 1.95360462 2.80097480 
Most Extreme Differences Absolute .069 .051 
Positive .053 .051 
Negative -.069 -.041 
Test Statistic .069 .051 
Asymp. Sig. (2-tailed) .200c,d .200c,d 
Source: Primary data processed, 2021. 
 
Table 10 shows that the Asymp. Sig. (2-tailed) on model 1 is 0.200, as well as the Asymp 
value. Sig. (2-tailed) in model 2 which is equal to 0.200. (0.200> 0.05). These results 
indicate that the regression equation model is normally distributed. 
 




Price Discount 0.670 1.492 
Positive Emotion 0.670 1.492 
Source: Primary data processed, 2021. 
 
Price discount and positive emotion show a tolerance value for each variable greater than 
10 percent and VIF value less than 10, which means that the regression equation model 
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Table 13: Heteroscedasticity Test Results of Regression Equations 1 
Coefficientsa 
Model 
Unstandardized Coefficients Standardized Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 1.675 .628  2.667 .009 
Price Discount -.007 .052 -.013 -.136 .892 
a. Dependent Variable: Abs_RES1 
Source: Data processed, 2021 
 
The significance value of the price discount variable is 0.892> 0.05, which means that there 
is no influence between the independent variables on the absolute residual. So that the 
model that is made does not contain symptoms of heteroscedasticity. 
 
Table 14: Heteroscedasticity Test Results of Regression Equations 2 
Coefficientsa 
Model 
Unstandardized Coefficients Standardized Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 3.665 1.202  3.048 .003 
Price Discount .046 .096 .055 .473 .637 
Positive Emotion -.123 .085 -.170 -1.452 .149 
a. Dependent Variable: Abs_RES2 
Source: Data processed, 2021. 
 
The significance value of the price discount variable is 0.637 and positive emotion 0.149. 
This value is greater than 0.05, which means that there is no influence between the 













√(0, 31120, 0902) + (0, 57420, 1392) + (0, 09020, 1392)
 




Z = 2,089 
 
 Table 9 shows that testing the H1 hypothesis indicates a relationship between price 
discount and impulse buying which is shown in the path coefficient value of 0.372 with 
a significance level of 0.000 <0.05, which means that the price discount has a positive and 
significant effect on impulse buying. This study supports the results of previous studies 
conducted by Muruganantham & Ravi (2013); Nabilah (2017); Maharani (2018) and 
Saputro (2019) which state that price discounts are able to positively and significantly 
influence impulsive buying decisions. 
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 Table 8 shows that testing the H2 hypothesis indicates a relationship between price 
discount and positive emotion which is shown in the path coefficient value of 0.574 with 
a significance level of 0.000 <0.05, which means that the price discount has a positive and 
significant effect on positive emotion. This study supports the results of previous studies 
conducted by Kurniawan and Kunto (2013); Kurniawati and Restuti (2014); Fhad (2015), 
Akyuz (2018), and Idris (2018) which state that price discounts can affect positive emotion 
positively and significantly. 
 Table 9 shows that testing the hypothesis H3 indicates a relationship between 
positive emotion and impulse buying which is shown in the path coefficient value of 
0.311 with a significance level of 0.001 <0.05, which means that positive emotion has a 
positive and significant effect on impulse buying. This study supports the results of 
previous studies conducted by Putra and Sukawati (2015); Kwan (2016); Permatasari et 
al. (2017); Kinasih (2018), Febrianty and Yasa (2020) state that positive emotion is able to 
influence impulsive purchasing decisions positively and significantly. 
 Based on the results of the sobel test on hypothesis testing H4 indicates a 
relationship between price discount and impulse buying through positive emotion as 
indicated by the Z test value of 2.089 (> 1.96), which means that positive emotion is able 
to mediate the effect of price discount on impulse buying. so that the hypothesis H4 can 
be accepted. This study supports the results of previous studies conducted by Kurniawan 
and Kunto, (2013); Nindyakirana and Maftukhah (2016); Maulana (2018); Negara and 
Kusumadewi (2018) which state that positive emotions in shopping in a positive and 




The conclusions of this study are: 1) Price Discount has a positive and significant effect 
on impulse buying. These results indicate that the more frequently discounted price 
promos are carried out, the higher the intensity of a person to make impulsive purchases, 
2) Price Discount has a positive and significant effect on positive emotion. These results 
indicate that the more frequently discounted prices are offered, the more positive the 
emotions of consumers when shopping, 3) Positive emotion has a positive and significant 
effect on impulse buying. These results indicate that the more positive emotions that are 
felt when shopping, the higher the impulse buying from consumers, 4) Positive emotion 
is significantly able to mediate the effect of price discounts on impulse buying. These 
results indicate that the more frequently discounted prices are offered, the more positive 
one's emotions are in shopping and can increase impulse buying. The results of this study 
indicate that in increasing impulse buying, the Indomaret minimarket management is 
expected to always provide promotional strategies in the form of discount prices to touch 
consumers' hearts and create positive emotions when shopping. There are some 
limitations in this study, namely that it was only conducted in Denpasar City so that it 
cannot be generalized. An environment that always experiences dynamic changes may 
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also make some changes related to similar topics and relationships; so, this research needs 
to be done again in the future. 
  
Conflicts of Interest 
The Author(s) declare no conflict of interest. 
 
About the Author(s) 
Kadek Lindi Dewani Larasati is Undergraduate Program of Economics and Business 
Faculty, Udayana University. Her research field is in marketing management and she is 
very active in campus organization activities. 
Ni Nyoman Kerti Yasa is a permanent Professor at Udayana University. She is also 
working as teaching staff of the Department of Management, Faculty of Economics, 
Udayana University, Denpasar since 1986 until now. In 2002 - 2006 she served as 
Assistant Chairperson (PK) 2 in the Management Master Program (MM) of Udayana 
University, and in 2006 - 2008 served as Chair of the Quality Assurance of the Faculty of 
Economics, Udayana University. In 2012 she began serving as Secretary of the 
Management Department of FEB, Udayana University until 2016. From 2016 to 2020 she 
served as Deputy Dean I in charge of Academic and Planning at FEB, Udayana 
University. She also served as Chairman 1 of the Denpasar City Wage Board from 2011 
to 2018. In addition, the author has also done a lot of research focusing on Strategic 
Management in Small and Medium Enterprises and writing articles in various journals 





Akyuz, A. (2018). Determinant Factors Influencing Impulse Buying Behavior of Turkish 
Customers in Supermarket Setting. International Journal of Research in Business 
and Social Science, 7 (1), pp. 1–10. 
Arofah, T. T., Awaluddin, M., & Nugraha, A. L. (2017). Analisis Persebaran Minimarket 
Modern Berbasis Sig (Sistem Informasi Geografis) di Kabupaten Kudus. Jurnal 
Geodesi Undip, 6 (4), hal. 1-8. 
Baron, R. A., Byrne, D. & Branscombe, N. R. (2006). Social Psychology (11th edition). 
Boston: Pearson Education, Inc.  
Chih-Yi, Wu and Chien-Ping, Chung (2016). The Effects of Store Atmosphere and Sales 
Promotion on Purchase Intention ─ Perceived Customer Mood as a Mediator. 
Business Research Review, 2 (1), pp. 33-50 
Devi, Cynthia & Jatra, I Made. (2020). Positive Emotion Memediasi Sales Promotion dan 
Store Environment Terhadap Impulse Buying. E-Jurnal Manajemen, 9 (5), hal. 
1942-1961. 
Kadek Lindi Dewani Larasati, Ni Nyoman Kerti Yasa 
THE ROLE OF POSITIVE EMOTION IN MEDIATING THE EFFECT OF PRICE DISCOUNT 
 ON BUYING IMPULSE ON INDOMARET CUSTOMERS IN DENPASAR CITY, INDONESIA
 
European Journal of Management and Marketing Studies - Volume 6 │ Issue 2 │ 2021                                                    93 
Fahd, F., & Sugiarto, Y. (2015). Analisis Pengaruh Promosi dan Atmosfer Gerai Terhadap 
Impulse Buying Melalui Emosi Positif Sebagai Variabel Intervening. Journal of 
Management, 4 (2), hal. 1-8. 
Febrianty, P. A. T., & Yasa, N. N. K. The Effect of The Store’s Atmosphere, Emotional 
Shopping, and Shopping Lifestyle on Impulse Buying. American Journal of 
Humanities and Social Sciences Research, 4 (11), pp. 38-48. 
Gumilang, W. A., & Nurcahya, I. K. (2016). Pengaruh Price Discount Dan Store 
Atmosphere Terhadap Emotional Shopping Dan Impulse Buying. E-Jurnal 
Manajemen, 5 (3), hal. 1857-1888. 
Haq, M. A., & Abbasi, S. (2016). Indirect Impact of Hedonic Consumption and Emotions 
on Impulse Purchase Behavior: A Double Mediation Model. Journal of 
Management Sciences, 3 (2), pp. 108-122. 
Idris, A. M. (2018). Analisis Faktor-Faktor Yang Mempengaruhi Emosi Positif Dan 
Dampaknya Terhadap Pembelian Impulsif Pada Air Asia Indonesia. Diponegoro 
Journal of Management, 7 (4), hal. 1–9. 
Jaya, Handy, Surya, & Suparna, Gede (2018). Pengaruh Atmosfer Toko, Kesesuaian 
Harga Terhadap Keputusan Pembelian Konsumen Pada Temday Store Denpasar. 
E-Jurnal Manajemen Unud, 7 (6). pp: 2887-2912. 
Kinasih, I. A. D., & Jatra, I. M. (2018). Peran Emosi Positif Memediasi Pengaruh Fashion 
Involvement Dan Hedonic Consumption Tendency Terhadap Impulse Buying. E-
Jurnal Manajemen, 7 (6), hal. 3258-3290. 
Kotler, P., & Keller, K. L. (2016). Marketing Management, 15th Global Edition. England: 
Pearson 
Kurniawan, D., & Kunto, Y. S. (2013). Pengaruh Promosi Dan Store Atmosphere 
Terhadap Impulse Buying Dengan Shopping Emotion Sebagai Variabel 
Intervening. Jurnal Strategi Pemasaran, 1 (2), hal. 1-8. 
Kurniawati, D., & Restuti, S. (2014). Pengaruh Sales Promotion Dan Store Atmosphere 
Terhadap Shopping Emotion Dan Impulse Buying Pada Giant Pekanbaru. Jurnal 
Tepak Manajemen Bisnis, 6 (3), hal. 24-37. 
Kwan, O. G. (2016). Pengaruh Sales Promotion dan Store Atmosphere Terhadap Impulse 
Buying Dengan Positive Emotion Sebagai Variabel Intervening Pada Planet Sports 
Tunjungan Plaza Surabaya. Jurnal Manajemen Pemasaran, 10 (1), hal. 27-34. 
Lantara, A. A. M. O., & Pramudana, K. A. S. (2020). Peran Sikap Memediasi Pengaruh 
Brand Trust Terhadap Keputusan Pembelian Konsumen. E-Jurnal Manajemen, 9 
(1), hal. 218-236. 
Lestari, S. I. P. (2018). Pengaruh Price Discount dan Bonus Pack terhadap Impulse Buying 
melalui Nilai Hedonik di Carrefour Surakarta. Jurnal Maksipreneur: Manajemen, 
Koperasi, dan Entrepreneurship, 7 (2), hal. 129-140. 
Maharani, I. P. D., & Darma, G. S. (2018). Consumer Purchasing Behavior Analysis on 
Impulse Buying. Jurnal Manajemen Bisnis, 15 (3), hal. 16-37. 
Maulana, R. I. (2018). Promosi dan Store Atmosphere Terhadap Shopping Emotion dan 
Impulse Buying. Jurnal Ecodemica, 2 (2), hal.213–225. 
Kadek Lindi Dewani Larasati, Ni Nyoman Kerti Yasa 
THE ROLE OF POSITIVE EMOTION IN MEDIATING THE EFFECT OF PRICE DISCOUNT 
 ON BUYING IMPULSE ON INDOMARET CUSTOMERS IN DENPASAR CITY, INDONESIA
 
European Journal of Management and Marketing Studies - Volume 6 │ Issue 2 │ 2021                                                    94 
Moayery, M., Zamani, S., & Vazifehdoost, H. (2014). Effect of visual merchandising on 
apparel impulse buying behaviors among Iranian young adult females. Indian 
Journal of Science and Technology, 7 (3), hal. 360-366. 
Muruganantham G., & Ravi S.B. (2013). A review of impulse buying behaviour. 
International Journal of Marketing Studies, 5 (3), pp. 149-160 
Nabilah. (2017). Analisis Pengaruh Diskon Harga, Bonus Pack, dan Pendapatan 
Konsumen Terhadap Keputusan Pembelian Impulsif pada Konsumen 
Supermarket Carrefour di Surakarta.  
Negara, A. A. B. J., & Kusumadewi, N. M. W. (2018). Pengaruh Atmosfer Ritel dan 
Promosi Terhadap Impulse Buying Yang Dimediasi Emosi Positif. E-Jurnal 
Manajemen Unud.7 (7), hal. 3944–3973. 
Nindyakirana, R. H., & Maftukhah, I. (2016). Membangun Emosi Positif melalui Promosi 
Penjualan dan Lingkungan Toko Dampaknya terhadap Impulse Buying. 
Management Analysis Journal, 5 (4), hal 375-388. 
Park, E. J., Kim, E. Y., & Forney, J. C. (2006). A Structural Model of Fashion‐Oriented 
Impulse Buying Behavior. Journal of Fashion Marketing and Management: An 
International Journal, 10 (4), pp. 433-446. 
Permatasari, I. M., Arifin, Z., & Sunarti, S. (2017). Pengaruh Hedonic Consumption dan 
Mediator Emosi Positif Terhadap Pembelian Impulsif (Survei Pada Pembeli 
Produk Fashion di Malang Town Square Kota Malang). Jurnal Administrasi 
Bisnis, 43 (2), hal. 1-9. 
Putra, Arya Diana dan Tjok Gde Raka Sukawati. (2015). Peran Emotional Response 
Konsumen Dalam Memediasi Pengaruh Store Environment Terhadap Impulse 
Buying. E-Jurnal Manajemen, hal. 75-91. 
Saputro, I. (2019). Pengaruh Price Discount Dan Store Atmosphere Terhadap Impulse 
Buying Dengan Positive Emotion Sebagai Variabel Mediasi Pada Konsumen Ritel 
Minimarket Kota Yogyakarta. Jurnal Ilmu Manajemen, 16 (1), hal. 35-47. 
Wiratama, I. G., Rahyuda, K., & Yasa, N. N. K. (2017). Pengaruh Citra Toko dan Kualitas 
Pelayanan Terhadap Kepercayaan Pelanggan Serta Niat Beli Produk Private Label 
Alfamart. Buletin Studi Ekonomi, hal. 239-249. 
Wu, L., Chen, K. W., & Chiu, M. L. (2016). Defining Key Drivers of Online Impulse 
Purchasing: A perspective of Both Impulse Shoppers and System Users. 
International Journal of Information Management, 36 (3), hal. 284-296. 
Yudhi, I. G. A. A. R., Sudibia, I. K., & Djayastra, I. K. (2016). Analisis Faktor Ketahanan 
Pedagang Warung Tradisional Menghadapi Pesaing Minimarket di Kabupaten 









Kadek Lindi Dewani Larasati, Ni Nyoman Kerti Yasa 
THE ROLE OF POSITIVE EMOTION IN MEDIATING THE EFFECT OF PRICE DISCOUNT 
 ON BUYING IMPULSE ON INDOMARET CUSTOMERS IN DENPASAR CITY, INDONESIA
 








































































Creative Commons licensing terms 
Authors will retain copyright to their published articles agreeing that a Creative Commons Attribution 4.0 International License (CC BY 4.0) terms will be 
applied to their work. Under the terms of this license, no permission is required from the author(s) or publisher for members of the community to copy, 
distribute, transmit or adapt the article content, providing a proper, prominent and unambiguous attribution to the authors in a manner that makes clear 
that the materials are being reused under permission of a Creative Commons License. Views, opinions and conclusions expressed in this research article 
are views, opinions and conclusions of the author(s). Open Access Publishing Group and European Journal of Management and Marketing Studies shall 
not be responsible or answerable for any loss, damage or liability caused in relation to/arising out of conflict of interests, copyright violations and 
inappropriate or inaccurate use of any kind content related or integrated on the research work. All the published works are meeting the Open Access 
Publishing requirements and can be freely accessed, shared, modified, distributed and used in educational, commercial and non-commercial purposes 
under a Creative Commons Attribution 4.0 International License (CC BY 4.0). 
